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Abstract : Site-specific characteristics are attributes of tourism services for consumers and a factor 
influencing their costs and quality for producers. These services are a fine illustration of territorial 
rents. Using estimates from hedonic price equations, we test the role of environmental/territorial 
variables as services differentiation tools in the context of a non-competitive market, and recover the 
value of territorial rent generated by tourism managers' strategies. Two territories of reference are 
chosen, one currently benefiting from the renewed interest of the public, and a usual tourist 
destination. The results of a comparative analysis suggest that tourists' preferences for new 
destinations, combined with firms' strategies generate some catching up effect by emerging territories. 
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1.  Introduction 
 
Quality differentiation is an alternative to price competition for maintaining a position in 
the market. This is witnessed in the agri-food sector – among others – where quality products 
are distinguished by firms along the lines of taste, safety, traceability or environmental   2
considerations, all positive signs from the consumer's point of view. This is the Lancasterian 
logic where consumers' preferences are defined not directly in relation to products generally 
considered to be much the same, but in relation to the variety of their characteristics 
(Lancaster, 1966 and 1991). In this case, this differentiation strategy can result in the 
emergence of quality rents consistent with Marshall's logic of a "consumer surplus". In fact 
they are quasi-rents, rather than rents, for often they are temporary, and inevitably market 
competition catches up with them as signs of quality are imitated and reproduced (Tirole, 
1988). 
Another form of differentiation of agri-food products relates to geographic origin (labels of 
origin and quality labels). In this case, the product is qualified in terms of its relationship to a 
terroir (a space characterized by the unity of particular eco-pedological or climatic conditions 
and of technico-economic factors of anthropic origin) and to know-how generally codified in 
specifications or terms of reference. Owing to this territorial anchorage the product is more 
exclusive and less reproducible (Rey and Stiglitz, 1995; Gouttebel, 2001). This differentiation 
strategy can allow the producer to receive territorial rents, similar to the Ricardian rent that is 
differentiated in terms of the fertility of the soil (Mollard, 2001). But these appellations 
d'origine still have to face up to competition (as the example of wine clearly shows) since 
similar products of different origins can be bought in the same place or exported. They 
furthermore remain substitutable and price elastic, which reduces the potential for 
differentiation and thus limits rents. 
In reality, this link with the product's origin is far more complex and variable since it 
depends on the nature of the territorial anchorage. When the consumer has a subjective link to 
a territory, the product's characteristics will hardly be substitutable, or not at all. In that case, 
the product's origin is more than an objective "signal" of quality and intrinsic characteristics. 
It becomes an "external attribute", the qualitative evaluation of which will stem essentially 
from an emotional judgement (Li et al., 1993; Filser, 1996). Consumption thus has a 
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subjective nature that depends more on images or symbols and on non-codified cognitive 
attributes, than on objective "signals". In this type of context, differentiation increases the 
monopolistic nature of competition, resulting in rents that can be more lasting, and including 
both the bond with the territory and a quality effect. 
This cognitive dimension is far more frequent in the case of services, where the sources 
and forms of differentiation increase considerably, especially services that are highly sensitive 
to location, such as tourism. By definition tourism opens a privileged bond with a territory, 
that cannot easily be reproduced: particular location, way of living, neighbourhood relations, 
attachment to the region and its traditions, to the natural environment, to the landscapes, etc. 
These characteristics can be consumed on site only. Thus, the differentiation of tourist 
services in an area echoes the differentiation of the territories to which they are attached. This 
is one of the surest forms of imperfect competition, with "horizontal differentiation" of 
products and services related to a particular territorial context and to the immobility of the 
points of access to those goods (Gouttebel, 2001). This explains why, in the case of tourism, 
we witness the emergence of territorialized and quality rents, with a more asserted 
monopolistic character than in the preceding examples (Mollard, 2001). It is the reason for the 
author's choice of this particular example to study service differentiation more closely. 
To analyse the effects of these characteristics of location of tourist services, and especially 
country homes, self-catering cottages or flats, or other types of property, the hedonic price 
method is used. We highlight consumers' preferences and estimate their marginal consent to 
pay for the conditions of location (Cheshire and Sheppart, 1998), neighbourhood (Parsons, 
1990) or natural environment of the property they rent
1. The characteristics of location can 
also become attributes of hotel services or "holiday rentals". Le Goffe (2000) shows, for 
example, that agricultural landscapes in France have become extrinsic attributes in the rental 
of self-catering country cottages. Note, however, that these models are set in a competitive 
market context. 
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Owing to their non-reproducible nature, privileged access to certain territorial attributes 
can be a factor of differentiation of products for actors in tourism. On the basis of Feenstra's 
model (1995), the empirical tests performed by Taylor and Smith (2000) support the role of 
environmental amenities in the price strategies of the managers of holiday rentals on the 
North Carolina coast. The comparison of hedonic estimations of the prices of summer rentals 
managed by four different firms enables these authors to validate the oligopolistic structure of 
the summer rental market. The estimation of the function of residual demand of each firm 
then enables them to estimate their market power. 
In France the country cottage market consists of two parts: rental between private 
individuals of cottages classified as "furnished for tourism", and rental of cottages with a 
"label". These labels are managed by two national federations with a branch in each region: 
the "Gîtes de France" label created in 1955 and well-established throughout France, and the 
"Clévacances" label created in 1995 and less well represented in certain regions. The two 
labels are awarded differently. With "Gîtes de France" the objective is twofold: first, 
preserving the real-estate heritage by helping owners to launch their project and to find 
financing; second, commercial promotion of cottages via their appearance in a catalogue. 
Only cottages situated in rural areas can be awarded this label. In the case of Clévacances, the 
accent is on the commercial promotion of self-catering cottages or flats by including them in 
catalogues once the label has been awarded by an expert. There is no distinction here between 
town flats and country cottages. 
In this context several elements suggest that, for the rental of rural cottages with a label, 
local markets (at the regional level) are not competitive, despite the active presence of two 
federations. In order to obtain the label, owners have to comply with the terms of reference 
defined by each federation and to pay the federation an annual commission calculated on the 
basis of their turnover. For these two reasons, even if owners decide on their own rates, the 
federations have a considerable influence in setting rental prices. In this respect the 
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federations' role cannot be limited to market coordination. They also define a real commercial 
strategy for each type of cottage or flat. Finally, in high season the demand is consistently 
greater than the demand in all the areas considered. This capacity constraint prompts one or 
both of the federations to apply prices over the marginal cost level
2. Application of the 
hedonic price method to the rural cottage rental market in France has two advantages. First, it 
provides suitable ground for analysing the role of environmental characteristics as a means of 
differentiating services. Second, it makes it possible to evaluate the territorial rent resulting 
from the positive qualification of certain environmental attributes of the territory by tourists 
and by the actors' strategies. 
The article has five sections. The first considers the hedonic model in a competitive 
situation. The second section presents the data. Sections 3 and 4 comment on the econometric 
results and the final section is a conclusion. 
 
 
1. The reference model and testable hypotheses 
 
The hedonic price method defined by Rosen (1974), Palmquist (1991) and Freeman 
(1993) constitutes our framework of reference. Following Lancaster (1966), a good is defined 
by its characteristics or attributes that any consumer obtains utility from the characteristics of 
the goods and not from the goods themselves as proposed. Then, in its original version 
proposed by Rosen (1974), the hedonic price method is composed of two steps to obtain the 
function of the demand for each attribute. The first step consists of a price regression on a set 
of attributes of the good under consideration. The coefficients of the characteristic variables 
correspond to the hedonic prices. These prices are then used in the second step to estimate the 
demand and/or supply equation of each attribute. However, the implementation of the second 
step encounters a set of difficulties relating to methodology and availability of data. 
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Consequently, most studies stop at the first step, in which marginal willingness to pay for the 
attributes valued by the consumer is estimated. Considering our objectives, the present study 
is also limited to the first step of the method. 
Rosen (1974) defines real estate in terms of a set of attributes. In our case, we can 
distinguish the intrinsic attributes of a good, produced by the suppliers themselves, from its 
extrinsic attributes consisting essentially of the characteristics of location. The price of the 
good is assumed to be a function of its attributes. The market is assumed to be a situation of 
pure and perfect competition. Each demander and each supplier taken individually has no 
influence on the market equilibrium price. The consumer wants to minimize the auction 
function of each characteristic, and the supplier wants to maximize his/her reservation price. 
In the market, the quantity and the implicit equilibrium price of a characteristic are established 
at the tangent between the consumer's auction function and the supplier's price function. 
However, as long as the profit is positive, the absence of a barrier to entry favours the arrival 
of new entrants into the market. In the long run, zero profit will be the optimum and the 
equilibrium price of an attribute will correspond to the minimum value of the average cost of 
that attribute (since the levels of the other attributes are fixed). This value will be common to 
all suppliers in the market. It also corresponds to the marginal cost of the attribute, and is the 
marginal value of that characteristic from the consumer's point of view. On the other hand, for 
the extrinsic attribute, since the marginal cost is nil, the supply price is also nil. The implicit 
equilibrium price will thus be determined entirely on the demand side. It is equal to the 
consumer's marginal willingness to pay for that characteristic. 
For the econometric estimation of hedonic prices, Halvorsen and Pollakowski (1980) 
suggest using flexible functional forms such as Box-Cox forms, including linear, log-linear or 
semi-log models, for instance, as particular cases. However, as Cassel and Mendelsohn (1985) 
note, use of simpler forms is more reliable for estimating the coefficients of environmental 
variables, for two reasons. First, environmental variables are not of much use in explaining 
     7
price variations. In this case, they play hardly any role in explaining the parameter that 
determines the property of the non-linear relation between the price and the set of explanatory 
variables. Second, Cropper, Deck and McConnell (1988) note that when the equation is 
specified correctly, the Box-Cox linear or quadratic method produces more reliable results. 
Otherwise, it is advisable to use simpler forms or the linear Box-Cox form. However, even in 
the latter case, and to maintain the Box-Cox form, it is assumed that the value of the 
parameter that determines the relationship of non-linearity between the two types of variable 
is positive and relatively close to zero
3. 






k A       (1) 
 
After transformation, the hedonic equation to estimate takes the log-linear form: 
 
ik k k ik LogP z A β γδε =+ + +      (2) 
 
where   represents the rental price of the flat or cottage. Parameter  ik P β  represents the 
constant,   is the vector of the intrinsic characteristics of cottages or flats, and   is the  k z k A
vector of the characteristics of location. 
The situation of price competition presented above serves as a reference for the 
interpretation of our econometric results. In this context, the two federations are price-taker. 
They apply the same rates not only at the cottage level but also for each characteristic. The 
estimation of the equation of hedonic prices for each label should therefore produce the same 
results. If not, the context is one of service differentiation. The price becomes superior to the 
marginal cost and the price-cost margin will depend on the demand elasticity. This 
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relationship is valid both at the level of the good and at that of each characteristic taken 
individually, whether it is intrinsic or extrinsic
4. The econometric analysis continues with the 
separate estimation of the price equations of each federation, and with the identification of the 
variables underlying this differentiation strategy, by individually comparing the values of the 
coefficients obtained for each of these two equations. 
 
 
2. The data 
 
We with to develop a comparative analysis that is more appropriate for investigating the 
question of territorial rent in relation to the strategies that the actors of tourism adopt in 
response to the evolution of environmental demand. We have taken two reference territories 
situated in the South of France: the territory of Aubrac and that of Les Baronnies. From an 
environmental point of view, these two territories have comparable characteristics. Both are 
mountainous (the Massif Central for Aubrac; the Alpine Arch for Les Baronnies) with a low 
population density, and in both cases agriculture is still the main economic activity. Extensive 
beef farming is the main agricultural activity in Aubrac, where the landscape is consequently 
characterized by grasslands and summer pastures. In Les Baronnies, traditional mixed farming 
combined with sheep farming has gradually given way to orchards. Les Baronnies is situated 
in Haute Provence and is the main tourist destination in the region of Drôme. Aubrac's tourist 
appeal is far more recent. The image that it has built up over the past few years is starting to 
be  recognized by consumers and used by local actors of tourism in their economic 
development strategy. 
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Table I. Summary of descriptive statistics of the characteristics of cottages 




Mean price in high season (in euros)  333  374 
Proportion of cottages with the Gîtes de France label  62%  60% 
Category 
-  1 
-  2 










-  4 pers.  ≤







Proportion of cottages on farms  12%  32% 
Proportion of cottages with character  5%  2% 
Proportion of isolated cottages  26%  51% 
Mean value of the numbers of cottages per commune  7  12 
Proportion of communes less than 5km from  public amenities  43%  51% 
Proportion of communes less than 5km from public services  44%  52% 
Proportion of communes less than 5km from the centre  14%  22% 
Mean value of the population density at the commune level  0.50  695 
Mean value of the altitude (in meters)  590  0.65 
Mean value of forestlands (%TSA
a)  22%  37% 
Mean value of fodder crops (%TSA)  2%  0.01% 
Mean value of permanent grassland (%TSA)  40%  5% 
Mean value of  scrubland (% TSA)  8%  5% 



















     





Gallaure et Herbasse 



















  Note : 
aTSA : Total surface area of the commune 
In the case of both federations, labels and catalogues are managed at the level of each 
region. During the construction of our data base, we used the Gîtes de France and 
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Clévacances catalogues for the year 2002, for the two regional markets considered. We thus 
have 799 observations for the region Aveyron where the territory of Aubrac is situated  and 
730 for the Drôme, the region where les Baronnies is located. 
We were unable to obtain data on production costs and occupation rates of cottages that the 
explained variable of the model is the weekly rate in peak season (15 July to 15 August) as 
stated in the catalogues. During this period the occupation rate is 100% and sometimes the 
demand is even higher. 
The distribution of the two federations' labels is approximately 60% for Gîtes de France 
and 40% for Clévacances in the two regions. However, the mean rental rate in the Drôme is 
higher than that in Aveyron. When rates are compared within a single region, the mean rates 
of cottages with a Gîtes de France label are identical to those of cottages with a Clévacances 
label in Aveyron. By contrast, in the Drôme, those of Gîtes de France are lower than those of 
Clévacances. 
The exaplanatory variables introduced into our hedonic function consist first of the 
intrinsic characteristics of cottages for rent. We used those presented in the catalogues: 
category
5, capacity, and "Farm" ("A la ferme") and "Cottage with character" (Gîte de 
caractère) labels. The cottages are classified in four categories, but the fourth category is rare 
and is therefore excluded from our analysis. In Aveyron, over half the cottages are in category 
2 and half of them can sleep more than four people. The distribution of categories is similar in 
the Drôme. However, we note a larger proportion of cottages on farms and a very small 
proportion of cottages with the label "Cottage with character". 
Theoretically, the characteristics of location have three components: 
- access to or distance from certain services or amenities. The consumer wants to 
minimize the time and cost required to take advantage of them. In the real estate market 
context, the access variable may be distance from the centre (Dubin, 1992) or access to 
shops or to certain recreational amenities (Phipps, 1987). 
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- the characteristics of location which become intrinsic to the product. For real estate, this 
characteristic is a good view (Bastian et al., 2002) and/or isolation (Joseph et al., 1989).  
- the characteristics of neighbourhood, the identification of which has become a key 
feature in the property market literature. These consist of socio-demographic and 
environmental characteristics. 
Introducing environmental variables into a hedonic equation poses problems of measurement. 
Empirical concerns currently relate to the way of measuring these variables in order to obtain 
a sound estimation of the characteristics really perceived by individuals. Divergence between 
the objective and the subjective measurement can be more pronounced in the case of spatial 
environmental variables. The researcher does not have a direct physical measurement of these 
variables whose influence is very difficult to characterize. In the case of forests, for example, 
the impact on prices concerns both their direct utility as recreational areas and their 
participation in the definition of the landscape. Thus, to solve this problem related to position 
in space, Garrod and Willis (1992) limit their analysis to properties situated in a radius of 1k 
from a forest, and try to test the impact of the availability and quality of the forest on property 
prices throughout the UK. In the case of rural cottages, consumers do not have complete 
information on all the environmental attributes of the cottages that they are going to rent. 
They therefore refer to an image of the area they plan to visit. In this context, an objective 
measurement of such attributes constitutes an entirely approximate variable of that image. 
Even if the level of the first two categories of location variables depends on the territorial 
distribution of a set of services (for access variables) and on the territorial configuration of the 
development plan (for the intrinsic characteristics of location), only the environmental 
variables are considered as a source of territorial rent. The access variables are compound 
variables constructed by INSEE - French national institute of statistics and economic surveys 
(distance from amenities, distance from services, distance from the centre). Environmental 
characteristics are represented in this study on the basis of two types of variable: - use of 
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communal land, recorded in the INSEE survey Recensement Général de l'Agriculture et de 
l'Inventaire Communal, to take into account the immediate natural environment of the cottage 
(landscape); - and dichotomous variables for the small agricultural region of the commune in 
which the cottage is situated, to take into account the influence of the environment on a 
broader scale and, consequently, the role of the territory's image as an attribute of the 
cottages
6. The details of descriptive statistics are provided in Table I. 
 
 
3.  Econometric results and discussions 
 
Initially we estimated the equation (2) on the whole sample for each of the markets. This 
initial estimation was then subjected to a stability test of the coefficients between the two 
Gîtes de France and Clévacances sub-samples. The Chow test was significant with an F – 
statistic of 4.89 for Aveyron and an F – statistic equal to 3.58 for the Drôme. The hedonic 
equations of the prices of cottages with the Gîtes de France and Clévacances label must 
therefore be estimated separately. The significance of the Chow test means that the two 
federations do not adopt the same price strategy. The results of the Chow test can be enriched 
by implementing a Tiao-Goldberger (1962) test
7. This test enables us to identify the variables 
at the source of this difference in price strategies, by comparing the estimated coefficients one 
by one with the two sub-samples (see columns in Tables II and III). The results of the two 
econometric tests confirm that the price equations reflect a supply strategy. They are 
compatible with a market situation in which the prices are fixed in advance and the 
demander's choice is based on options in a catalogue. All the following discussions are based 
on Table II for the Aveyron case and Table III for the Drôme case
8. 
We note that all the intrinsic variables in the catalogues are significant and positive, 
except the label "Farm". Consumers do not all have the same appreciation of proximity to a 
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farm. Some see it as positive because it increases the possibilities of discovering the rural 
environment; for others it is a source of pollution (noise, odors, etc.) and is increasingly a 
subject of complaints. In this context, the "Farm" label is limited to an informative role and is 
not linked to any particular commercial strategy. 
The significance and nature of the impact of access variables on prices depend on the 
market. For those that are significant, such as the proximity of amenities and of towns, the 
coefficient is negative. By contrast, the proximity of services is viewed positively. 
The first category of environmental variables of interest to us here, to assess the 
valorization of the multifunctionality of agriculture and forests through tourist services, is the 
proportion of the various agricultural land and forestland in the communal areas.  The 
influence of these variables on prices depends on the market. 
In the case of Aveyron, no variable of land-use is significant. Tests of omission of variables 
run on the four main variables (communal parts of forest areas, areas under maize or forage 
crops, grassland areas and shrublands) confirm these results. In the Drôme, the forest area is 
given a positive value in the price equation of label Gîtes de France. The result is about 1.25€ 
per point for the forestland. The communal share of scrubland is valued negatively but it is 
not significant for the two labels price equation. 
These results are substantially different from those obtained by Le Goffe (2000) for cottages 
in Brittany in the year 1994. In his study, agreement to pay for 1% of reduction of forage area 
or for an additional 1% of grassland is 0.90€. The share of forests is not significant. This 
difference can be ascribed partly to market trends because since 1995, in many French 
regions, including those in Brittany, the Clévacances label has gradually arrived on the scene 
to rival the Gîtes de France label. Moreover, as regard overall use of the land, the three 
regions are completely different. Aveyron is a region whose agricultural activity is dominated 
by extensive livestock farming. Hence, the proportion of the communal land covered in 
grasslands is 40%, against 9.5% in Brittany (in 1994). In Aveyron the domination of 
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grasslands is a common characteristic of the landscape of all areas. Consequently, this 
variable does not induce any significant differences in the assessment of the landscape of 
communes in Aveyron
9. By contrast, in Brittany, where the mean share of grasslands is far 
smaller, it can participate in the diversity of landscapes and benefit from a positive 
qualification by people renting cottages. The valorization of agricultural and forested areas 
can thus depend on the overall use of the ground in each commune, and even on the landscape 
configuration on a far larger scale. 
Table II.   Hedonic equation per label for the region of Aveyron  
  Gîtes de France  Clévacance  Tiao-Goldberger 
Constant  5.25 
(16.47) 
4.95 
(1012)  0.24 








On a farm  -0.02 
(0.90) 
-0.08 
(-1.65)  0.88 








No. of cottages in the commune  0.004 
(2.76) 
0.04 
(1.75)  1.27 








Distance from the centre  0.003 
(0.09) 
0.27 
(0.65)  0.21 
Densit (log)  0.02 
(1.22) 
-0.05 
(-3.89)  11.78*** 








Lévezou  -0.14 
(-2.73) 
0.05 
(0.72)  5.55*** 








Ségala  -0.11 
(-2.42) 
-0.04  
(0.51)  2.92* 








R²  0.61  0.62   
No. of observations  498  301   
Note: * : significant at 10% ; ** : significant at 5% ; *** : significant at 1% 
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Table III.  Econometric estimation of the hedonic equation per label for the region of  Drôme 
  Gîtes de France  Clévacance  Tiao-Goldberger 
Constant  5.05 
(29.50) 
5.77 
(20.53)  7.27*** 
Category  0.29 
(18.60) 
0.13 
(5.40)  43.53*** 
Capacity  0.09 
(13.08) 
0.11 
(10.82)  4.91*** 
On a farm  -0.001 
(0.04) 
0.03 
(0.84)  0.94 
Isolated  0.13 
(5.90) 
0.08 
(2.11)  2.55 





(1.14)  0.62 
Distance from amenities  -0.22 
(-1.06) 
-0.05 
(-0.26)  0.46 
Distance from services  0.25 
(1.17) 
0.11 
(0.54)  0.33 
Distance from the centre  0.02 
(0.61) 
-0.10 
(-1.88)  6.02*** 
Density (log)  0.01 
(0.74) 
-0.04 
(-1.61)  4.95*** 
Altitude (log)  -0.04 
(-1.76) 
-0.12 
(-2.80)  3.75** 
Royans  -0.37 
(-4.76) 
0.34 
(1.90)  22.00*** 
Diois  -0.14 
(-4.49) 
-0.03 
(-0.48)  3.78** 
Plaine Rhodanienne  -0.09 
(-2.05) 
0.11 
(1.68)  9.69*** 
Valloire  -0.22 
(-1.12) 
-0.21 
(-0.78)  0.00 
Gallaure et Herbasse  -0.22 
(-4.57) 
-0.13 
(-0.77)  0.49 
Pays de Bourdeaux  -0.06 
(-1.41) 
-0.03 
(-0.45)  0.12 
Vercors  -0.16 
(-4.15) 
-0.17 
(-1.19)  0.01 
Bochaine  -0.16 
(-2.04) 
-0.17 
(-1.62)  0.00 
Tricastin  -0.10 
(-2.39) 
-0.03 
(-0.38)  1.07 
Surface area: forests  0.22 
(3.62) 
0.05 
(0.46)  2.78* 
Surface area: scrubland  -0.19 
(-1.23) 
-0.09 
(-0.25)  0.12 
       
R²  0.68  0.52   
No. of observations  440  290   
Note: * : significant at 10% ; ** : significant at 5% ; *** : significant at 1% 
Moreover, the two regions considered in this study have far more wooded surface area than 
Brittany. The proportion of communal land covered in forests is 22% in Aveyron, 37% in the 
Drôme and 7% in Brittany. The results obtained for the share of forest areas, especially in the 
case of the Drôme, seem surprising compared to the results of Garrod and Willis (1992) for 
whom the forest seems to have a negative impact on property prices in so far as it favours a 
form of closure of the immediate landscape
10. Here again, the landscape realities of the 
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markets under consideration offer an explanation. However, we may also posit that our results 
show the limits of the use of physical measurements of environmental variables because they 
are very distant from the situations perceived by individuals. To solve this problem, it is 
possible to subjectively evaluate variables by using surveys to obtain consumers' points of 
view on the environment of the country cottages they have rented. 
 
 
4.  Service differentiation and territorial rent 
 
Due to the active presence of two federations, the holiday rental markets in Aveyron and 
the Drôme are characterized by a service differentiation that translates into different price 
policies (cf. supra). This differentiation is based both on intrinsic characteristics (category, 
capacity and "cottage with character" label) and location characteristics. In Aveyron, the two 
federations' mean prices are much the same. However, if we consider a cottage for four 
persons, rather than for three, the marginal price of an extra person is 4.78€ for Clévacances 
compared to 4.20€ for Gîtes de France. Finally, a cottage with character will cost 1.5 times 
more at Gîtes de France whereas Clévacances makes no distinction between types of cottages. 
In the Drôme, we note that with Clévacances the starting price of a cottage, independently of 
its other characteristics (the constant term), is 319€ compared to only 155€ at Gîtes de France. 
As in Aveyron, Clévacances also applies a higher marginal price for an additional person 
(4.68€ when the initial capacity of the cottage is three). By contrast, in Category 3, as opposed 
to Category 2, the marginal price is higher at Gîtes de France (4.71€ against 2.97€ at 
Clévacances). 
To sum up the differentiation strategy of the two federations on the basis of their intrinsic 
characteristics, the labelling logic of Clévacances is above all one of quantity, as opposed to 
the Gîtes de France strategy which is based on a logic of comfort and quality. 
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The pricing of intrinsic characteristics is essentially a supply strategy. By contrast, 
territorial pricing is based primarily on trends in the demand, before becoming a supply 
strategy. We thus show that the growing appeal of Aubrac, faced with a rigid supply, has 
caused the actors in tourism to raise the prices of cottages in this area. In parallel, in the 
Drôme, the rigidity of the demand for the Les Baronnies area (the main tourist destination of 
the region) has caused the prices of cottages in that area to be higher than elsewhere, despite 
the emergence of new destinations. 
The calculation of the rent related to location in a specific territory is based on the formula 
given by Halvorsen and Palmquist (1980). Starting with equation (2), if   is a  k A
dichotonomous variable, then the value of the price for  1 k A =  is defined as follows: 
() () () 10 1
kk AA Pg P == =+ , where  exp( ) 1 g δ =−  (δ  being the coefficient of  in the regression).  k A
All our estimations are based on a set of mute variables for which the Aubrac or Les 
Baronnies territories are the reference( 0) k A = . We obtain the price for Aubrac/Baronnies 
with the following relation:  ()( ) ( 1/ 1 ) Aubrac Autre Territoire comme référence Pg P =+ . Table IV shows the 
price multiplier coefficients of the other territories for obtaining the price in Aubrac and in 
Les Baronnies. 
Table IV.  The values of multiplier coefficients in the case of Aubrac 





Clévacance Reference   
territories 
Gîtes de France  Clévacances 
Rougier 1.00  0.80  Royans 1.58  0.75 
Lévezou 1.15  1.00  Diois 1.16  1.00 
Quercy 1.13  1.00  Plaine Rhodanienne  1.10  0.90 
Viadène 1.00  1.00  Valloire 1.00  1.00 
Ségala 1.11  1.00  Gallaure et Herbasse  1.28  1.28 
Lacaune 1.00  1.00  Pays de Bourdeaux  1.00  1.00 
Causses 1.00  1.00  Vercors 1.20  1.20 
     Bochaine 1.20  1.20 
 
In Aubrac the Gîtes de France prices are either identical to or more expensive than those in 
other areas of region of Aveyron, whether they are tourist destinations (Causses and Ségala) 
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or not. On the other hand, the prices of Clévacances cottages remain the same in the different 
areas, except in Le Rougier where this federation applies a different price to the one it applies 
in Aubrac. We also note a difference in rates between the two federations in areas that are 
already touristy or becoming so. Hence, as the tourist value of Aubrac – a recent tourist 
destination – increases, a positive price differential is induced compared to other touristy 
areas in the region.  However, the main beneficiaries of the territorial rent are cottages with 
the Gîtes de France label. 
In Les Baronnies, Gîtes de France prices are still higher than in the rest of the Drôme 
region. Nevertheless, in areas in which tourism is being developed, such as Royans or the 
Plaine Rhodanienne, Clévacances is starting to set prices that are either identical to or higher 
than those of Les Baronnies. We thus see a differentiation between the two federations in 
these two territories. It is possible that both federations are busy conquering these markets but 
with different location strategies. Even if both apply the same prices in Les Baronnies, 
Clévacances is more expensive than Gîtes de France in the Diois, Plaine Rhodanienne and 
Royans areas. The capacity constraint in Les Baronnies in this period of market development 
is becoming the essential element of the explanation of Clévacances' market strength in these 
new tourist areas. It therefore seems that in the case of the Drôme, other territories are starting 
to benefit from consumers' interest, resulting in pressure on prices that the actors of tourism 
exploit at will
11. 
In the final analysis, the case of Aubrac in Aveyron and perhaps the trajectory that the new 
areas of tourist development seem to be following in the Drôme, suggest the existence of a 
phenomenon of "catching up" by the areas qualified as emergent. 
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5. Conclusion 
 
The two aims of this article were to identify the environmental and territorial 
characteristics used by the actors of tourism in their service differentiation strategies, and the 
importance of the territorial rent thus generated. We have distinguished the variables of 
immediate environment of cottages, as well as territorial variables. However, the 
differentiation is based essentially on the variables of territorial environment. Territorial 
variables are thus the main source of rents for the actors of tourism. The existence of this 
territorial rent is supported by a strong and fast-growing image in the case of Aubrac and 
strong rigidity of demand in the older tourist destination, les Baronnies. Gîtes de France is the 
main beneficiary of that rent in the case of Aubrac. By contrast, in Les Baronnies the rent is 
exploited by both federations. Moreover, econometric estimations show the appearance of a 
phenomenon of "catching up" by emergent tourist areas, resulting from the combination of an 
evolution of the demand and a supply strategy. These results tend to show that the current 
situation of Les Baronnies could be that of Aubrac in a few years' time. Several conditions 
would need to be met: preservation of the quality of the environment, and a necessary 
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Notes 
 
1. These natural environmental characteristics can be: air quality (Delucchi et al., 2002), the view (Bastian et 
al., 2002), access to green spaces (Smith et al., 2002), landscape (Garrod and Willis, 1992), etc. 
2. See Tirole (1989) for a theoretical explanation of an oligopolistic situation with capacity constraints. 
3.  For more details see Palmquist (1991). 
4. See Taylor and Smith (2000) who show that this markup is applied equally to all characteristics of the 
holiday rentals that they consider. 
5. The cottages are classified from one to four to indicate the level of comfort. 
6. PRA are relatively old geographic divisions (since 1946) and can group together slightly different micro-
zones. However, without more precise divisions in landscape terms, they remain relatively homogeneous areas 
from an agronomic, pedological and landscape point of view. See their list in Table 2. 














































: L the number of models;  denotes the coefficient;   denotes the model;  i j : ji b  the coefficient considered; 
: ji P the 
th  j diagonal of the matrix (  ;  )
1 XX
− ′ : j SSR  the sum of the square of the residues ;  : j T the number of 
observations;  : j K  the number of coefficients in the model.  
8. The equations were estimated by the least squares method. The heteroscedasticity was corrected by the 
White method. 
9. It may nevertheless influence tourists' decisions to choose these départements as their destination. In this 
case the share of surface area under grassland in the overall use of the land would be significant in the equation 
of choices of départements as destinations. 
10. This variable is not significant for Aveyron, which is an identical result to the one obtained in the case of 
Brittany. 
11. The landscapes and amenities in these regions cannot rival those of Les Baronnies even though their 
environmental characteristics are favourable. However, some tourists from the city prefer them because they are 
more easily accessible by road or rail. 
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